se 


‘As st down to write this your's letter, ealied that 
‘omeded Yo be about much more than 2008. Infact, 
{really needed to be about the fundamental strategy 
‘of the busines and its progression, 


We've done alot over thee ast tw years. Ws have 
revisoned the business. We have sorted our potiolo 
‘of busmesses and rethought our talent, Now, We 

‘ae uring 10 offense, and we can apply Our specialty 
‘reading skis to dotwer high-value, branded consumer 
‘packaged goods trough channel of aatbution 

‘we contol And we can delver dramaticaly| 

Dreater own 


‘Cleary, 2004 was a your whore we communicated 
‘enormous fath in Limited Brand” ture. Faith 
‘Semonarated nanciay and tough our people 
‘Or actions ween eiberate and wel thought ut 
‘And baie that we have lad the groundwork fr 
‘ne outtanding growth sory in contumer branding 


‘The yoar included share repurchases that collectively 
‘exceeded $3 billon, and a special dividend 19 
‘arehclders of $500 mion, or $1.23 por wha 
‘Chany, these transactions returned valve to 
shareholder, but they were just one significant stop 
tn a much lager program, one that recognizes the 
ramatc evehiton of Limited Brands over the past 
several years 


‘Lot me expan, 


WE ARE NOW PREDOMINANTLY A PERSONAL CARE, 
BEAUTY AND LINGERIE COMPANY, WITH OVER 70% OF 
OUR SALES COMING FROM THOSE AREAS, PRIMARILY 
THROUGH TWO GREAT BRANDS, VICTORIA'S SECRET 


AND BATH & BODY WORKS. 


Historically, an you know, we've been viewed as a 
‘muti-cvalonal, gel appave-bases, popular priced 
‘etal, Ten years ago thal was rue, Lingerie and 
personal caro and beauty products made up less 
than 30% of eur sales, 


Tosays realty Is vary trent. Over the past 10 years 
We've reinvented ourselves complaely. We are row 
predominantly a personal cre, beauty and ingere 
‘ompany, with ever TON of ou sales coming fom 
{hove areas, primary through two great brands 
tories Secret and Bath & Body Works. That's 
significant because these catagories perform more 
‘he the bost packaged goods businesses than 
traaitonal ears 


In the packaged goods industry, Innovation. speed 
{o marke, brand loyally, repeat purchase, market 
‘share and shel Ie dive consistent. predictable pratt 
(HO, Tho same is true with Victor's Sacret and 
Bath & Body Works. There are also enormous oppor 
{unites for customers to ado upto higher marin 
tems and complementary product kresHagrance 
to body and ace care. canals to home Feagrance, 
‘Much ka the best packaged goods companies. 


‘Sl, we have an important and unique advantage over 
‘ther upseate Branded consumer packaged 9o0ds, 
companies, Our products ae dtrbuted tough 
‘ou own channels. both stores and rect, We con 
them from store envronment to ventory to aay 
to sates assocutes. Few packaged goods companies 
can say that, and none can say itn thousands of 
stores. 8.9 advantage 


Phas ow brands are extraordinary competing 


Vectona’s Secret i tho most powerful kngerie brand 
tn the work, and! beteve we ae just at the beginning 
Ct wha can Be—but more about that late, The same 
(sue of Bath & Body Works. a brand that entered a 
satwated market and carved outa niche with over $2 
‘lon in sles. Both are preictabe growth businesson 
wath power launches and on-going produ Howe 
‘hat drive repeat business and strong earings, year 


ater yea. 
WET SALES: a = 


LIFE IS SWEET 


INTRODUCING 
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oO & * 
‘European Confections 
FOR BEAUTY AND BODY 


THIS NEW STRUCTURE 
GIVES LIMITED BRANDS 
THE STRENGTH OF LEADER- 
SHIP THAT CAN TAKE 
ADVANTAGE OF GROWTH 
OPPORTUNITIES BOTH 
WITHIN. AND OUTSIDE 
THE BUSINESS... 


THE NEW LIMITED BRANDS ORGANIZATION: 
THREE GROUPS...ONE ENTERPRISE 

‘We are determined to dramancaly accelerate he 
‘row of both our Ingeria and beauty busnestes. 
‘We are also determined to return our fashion 
‘businesses to signicantlvels of prottabity. To 
that end, we recently announced the restractring 
‘of Limited Brands into tee distinct business Groups: 
lingerie, beauty and personal care. and apparel. This 
‘6a Sgivfcant step and a clear acknowledgement of 
the strategie direction ofthe enterprise Instead of 
‘th old model, where all visions and parts ofthe 
‘businesses reported cect tome, each group wll 
‘be led By a group leader wo wal Rave oversight for 
‘he brands, as wel as product catagories across a 
‘diarbution channels. 


Each group lead has a significant track record 
In thelr own right and, Fbabeve, can get us 
‘acceloratad growth rates faster by focusing eons 
cross tightly etined categories. 


‘Tho groups wil al Bonet from a centrale 
(ivastreture and shared transactional services a8 
‘oll an a shared set of values and human resource 
_capittios. They wil al derve even greator bent 
‘tom more focused attention on the unave demand 
‘of thr compoiive marketplaces. Each group has 
‘ilvont compettors..citlerent characteris 
iterent product Mecyces. Each requis reaponses 
‘cuntomiznd to thelr contort. 


| wi continue to lad the ingerie group, mainly 
‘hough the Vitora’s Secret maga-brand. i's clearly 
'2 pb I'm comforable wth, and one I've been doing 
{ora number of years 


{in adtion to hs many responsiities as View 
‘Charman and Chiet Operating Oticer for Liited 
‘Brands, Len Schesinger assumed group lender 
responsitities for beauty and personal care. Len 
‘has been a board member for rine years and a valued 
‘day-to-day partner over the ast ix | have every 
<onidence that he can bring talent and great vision 
10.0u beauty and personal care group, 


«day Margots teas the apparel group. Jy i new to 
‘Unted Brands, but not new fo anyane fama with 
‘he fasivon apparel business. He was President and 
‘C00 of Retiok international and Vice Chairman of 
[Uz Ciaborne. day brings valuable experience and 

Jeadership to a category of our business that has 

‘enormous potential 


This new sructrw ives Limited Brands the strength 
‘of Yeadership that can take advantage of growth 
‘opportunities both within and outside the business, 
‘tough eur own brands and through new third- 
party partnerships 


‘To provide futher leadership forthe enterprise 
‘agenda, Maryn Redgrave has joined Limited Brandy 
‘a8 Enscutve Vice President and Chal Administrative 
‘Oticer. Martyn is an outstanding executive with world- 
‘lass experiance at Carlson Companies and Popsico, 
‘He nas been responsible for acquisitions, joint 
‘ventures and vansactions i a parts ofthe word, 
‘and has led signticant enterprise level business 
transtormations. Cleary Martyn has accomplished a 
ot ad he wl ring an even greater velo stabiy 
(ond experience Yo Lined Brands, 


ENTERPRISE INFRASTRUCTURE: 
EFFICIENCY RULES 


HE BEAUTY AND PERSONAL CARE GROUP: 
BATH & BODY WORKS, HENRI BENDEL, 
C0. BIGELOW AND VICTORIA'S SECRET BEAUTY 


Bath & Body Works Wansition athe more 
ramarkabla because customers have been 30 ready 
‘wling Yo make the move with thom. Trading up to 
‘Quality, a8 we knew they would. That repositioning, 
that Wade up, | babeve is Impeartant to ll the band 
‘and somethin that we've bean practicing lor he last 
‘vorl years. W's certainty inherent in the two Beauty 
concepts we recently intoduced 


Tho fats Hor Bendel v've made drama shits 
in the mix at the Nagship ith Avenue sore ones that 
‘have made t more provocative and productive. One 
‘change that | woukd invite yu to review for yours is 
thw thee oor ngene department Yes, the whole tes 
‘oo. Sales have bean sion, customers fie it fun, 
‘we're gong igniicantrypeat business and i's an 
Important lead incest of ales tends in bagere 

‘that can be apphod tothe Victor's Secret Brand 

‘An excllnt lab that also happens to be a good 
“standalone business, and an teresting action 

to Fith Avenve shopping 


= = 


{beteve that up to two-thirds of Bendel tutu sales 


could bei Hngore and boasty product ABH, 
branded packaged goods approach. We've alto 
cpaned our frst satelite Bendat’s at Eaton Town 
Centr, seting scents anc calor exchsively, The 
store is beaut, compaling and is atracting a 
few, upscale customer base To date results have 
been encouraging, 


ene oN 


WE OPENED A BIGELOW STORE AT EASTON TOWN CENTER 
LAST OCTOBER. SOME HAVE ALREADY CALLED IT 
“THE BEST SPECIALTY BEAUTY STORE IN THE WORLD.” 


VICTORIA'S SECRET SELLS 1 IN 4 BRAS TO WOMEN 
UNDER 30 WW THE UNITED STATES. IN FAGT, VICTORIA'S 
TOTAL U.S. SALES ARE ALMOST AS LARGE AS THE 
ENTIRE DOMESTIC LINGERIE MARKET JUST TEN 


YEARS AGO. 


It shouldn't be a surprise that Vitera’s Secret Beauty 
has shown an incredible aby to introduce now 
produets and sconts that ae instant successtit 
‘Vietria's Secret now has fv ol th tap 20 prestige 
woman's ragrances oid i the Unite States 
‘Amazing fora busnees that's ony Bod rough ous 
‘channels of datnbution our stores and direct 


AY FOR WEB 
= 


‘SEAT FOR HER’ 


‘BUOY 61 WiC TORIA 


Wo reconity announced the merging of ur Vicor’ 
Secret Beauty store activites ito the bngeria store 
‘permlons, Ths allows us to lerage the power of 
an Integrated store operations model, and proves 
ur customers wih a captivating, single store 
perience. That's important. Vivi brands deliver 
4 consistont customer experiance it also enables 
Victorias Secret Beauty to focus al ts ors on 
‘ceolorated Innovation 20 i ean continue ts goal of 
‘becoming & world-class ful-ine beauty destination. 
| wanted the Victoria's Secret Beauty people totaly 
focused on product and innovation. Now they can be. 


Victorias Secret Beauty—can more than double in 
‘he next five years to over $6 billon. 


THE LINGERIE GROUP: VICTORIA'S SECRET, 
PINK & HENRI BENDEL 


‘Now bet mo peak abit tout the future grow of our 
tne group 


(Cleary, Victoria's Secret the strongest ingore brand 
In the work truly hax no equal in terms of growth, 
ram recogntion or pose customer experience, 
Vectors Secret sets 1 4 bras to women under 
230m the United Staten. fact, Victorias total US. 
‘sates ar amos a trge a the enti domestic 
gore market us fen years ago. in other words, we 
competey edeline the market. Truly astonishing, but 
‘only tha beginning. | eve we simply se the lingerie 
‘market citfereily, No one would have predicted the 

raorsnary grt wo wore able Yo wrest Wom tho 
gare category, but we weren't ooking at what was 
We were looking at what coud be. And that's exactly 
the way Fr looking at the Bare Yoda 


‘The Victoria's Secret mega-brand has the capacty 
to double ts sles anc prof ove the next fve years, 
and that & ou ear goa. 


Victoria's Secret's design capabilities, lunch 
“strategies, glamorous supermodels, advertising, pubic 
Talauons programs and rew product miroauctons ae 
the strongest nthe industry. PINK is just the latest 
and best example. Developed under my direction 
and withthe Canta’ creative team, PINK has been 
an astonishing frst year success story, and one that 
has dramatic tutu potental—so much so that we 
recently nated Debora Fine PINK's rst ever Cit 
Executive Offeee. Deborah, the founder are ormer 
President of Avon Future, wil be responsible fr 
veloping PINK into a hy aiclated Hestye brand. 


{'m confident that PINK. on its own, Wi be the second 
largest speciaty ingore brand in te United Stats, 
lust behind Vietora’s Secret tot has that much 
Polenta and is aready proving it. Ast sd rst year 
Sales ware very strong and, more mportanty. PINK. 
continues to Inttaduce a new, younger customer to 
‘he brand. That is what | had envisoned for PNK 
when | rignally gave Marie Rao, President of Lied 
Design Services, the assignment 19 develop the brand 
ee years ago. | aw white space for @ youNDe, 
‘mora casual bngera assortment To date, PINK nas 
‘exceeded ovr most aggressive projections. 


he Victoria's Secrot mega-brand continues to nave, 
igniteant growth. Ard ane ofthe principal sources 
ofthat growth hes beon Victoria's Secret Dec. with 
ttvwe years of record breaking sales and proftaiy. 
‘Arua! estament to Sharen Turney and her ear. 
Who've simply ranvented what a rect business 
ould be, Our direct skis n catalogue and internet 
ar Nght tevragable..t0 our other brands an 
worlwide with the Ws. You'l be hearing much more 
bout opportunites for growth trough our crt 
‘channel during the year ahead 


Wo soe growth nthe total gone group Vito's 
Secret PINK, Bendol~sales tat can exceed $7 baton 
‘vor the net five years. 


I'M CONFIDENT THAT 
PINK, ON ITS OWN, WILL 
BE THE SECOND LARGEST 
SPECIALTY LINGERIE 
BRAND IN THE UNITED 
STATES, JUST BEHIND 
VICTORIA'S SECRET ITSELE 


CLEARLY, VICTORIA'S SECRET IS THE 
STRONGEST LINGERIE BRAND IN THE WORLD. 


THE APPAREL GROUP—EXPRESS AND 
LIMITED 


ONE PANT ALONE, THE EDITOR, WILL SELL FIVE MILLION 
UNITS THIS YEAR, A $250 MILLION STANDALONE 
BUSINESS. IT SPEAKS TO THE VAST POTENTIAL OF 

OUR FASHION BUSINESSES WHEN THEY HAVE THE 

RIGHT PRODUCT. 


| SEE VIRTUALLY LIMITLESS OPPORTUNITIES FOR 
LIMITED BRANOS, AND I'M MORE OPTIMISTIC THAN 
EVER THAT WE CAN TAKE ADVANTAGE OF THEM. 


‘UMITED BRANDS—LIMITLESS OPPORTUNITIES: 


Limitediyr=: 


